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In Aug., 2004, “World Wind” GSM/CDMA (GSM is abbr. for Global System for 
Mobile Communication; CDMA is abbr. for Code Division Multiple Access) was 
finally incubated and brought forth by China Unicom. On the basis of former G&C 
mobile system as well as the innovative technology, this product can put two phone 
numbers from both G and C network in one handset and use them synchronously. It is 
an important pioneering work accomplished by China Unicom in mobile 
communication industry. Although “World Wind” takes the advantage of innovative 
technology, it is still a problem for it to be recognized by the market. In terms of 
acquiring excellent market shares, it is rather important to have good marketing 
strategies. This thesis will probe the marketing strategies of “World Wind” by 
pointing out those flaws of the present strategies while putting forth some new 
proposals and opinions. 
The main conclusions of this thesis are as follows:  
1. We should reorient “World Wind” in the market through “reorientation of 
marketing by three steps” and promote it by direct marketing. 
2. We should attach importance to brand-oriented strategy, strengthening the 
competitiveness of the brand in order to avoid seeking only price 
competition. We should enhance the brand image and reputation of “World 
Wind” by people-oriented strategy serving for different groups according to 
different situations to seek for more customer resources. 
3. Through a retrorse cannel，which is from the consumer to the retailer and then 
to the dealer , we can improve the marketing  mechanism of “World Wind” 
by consolidating the self-support marketing channel,establishing a succinct 
and effective factorage and exploiting  new cooperative marketing 
methods. 

























目  录 
 
 
目  录 
第一章  绪论 ···············································································································1 
1.1  “世界风”产品介绍 ··················································································1 
1.2  研究“世界风”的意义 ··············································································3 
第二章  关于“世界风”的有关讨论和研究 ···························································5 
2.1  关于竞争格局 ······························································································5 
2.2  关于产品功能 ······························································································6 
2.3  关于产品定制策略 ······················································································6 
2.4   关于产品定位策略 ····················································································7 
2.5  关于 3G 时代“世界风”发展方向····························································8 
2.6  综合评述····································································································10 
第三章  “世界风”营销战略的改良设计 ·····························································12 
3.1  移动运营商竞争格局分析 ········································································12 
3.2  “世界风”营销战略的改良设计·····························································15 
第四章  结论和展望 ·································································································35 
参考文献 ·····················································································································37 





























Chapter1  Introduction ……………………………………………… 1 
     1.1  Introduction for the Product of “ World  Wind”……………………1 
     1.2  Significance of the Research for “World  Wind”…………………… 3  
Chapter2  Discussion and research about “World  Wind”…5 
    2.1  On the Market Structure  of “World Wind”…………………………5 
2.2  On the Functions of “World Wind”…………………………………… 6  
     2.3   On the Ordering Strategy of “World Wind”…………………………6  
 2.4  On the Positioning Strategy of “World Wind”…………………………7 
 2.5  On the Prospects of “World Wind” …………………………………… 8 
 2.6  Comprehensive Commentaries………………………………………10 
Chapter 3  Redesigning of the Marketing Strategy of “World  
Wind” ……………………………………………………12  
3.1  Analyses of Competition Situations 
            ………………………………………………………………………12  
     3.2  Redesigning of the Marketing Strategy of “World Wind” ………… 15 
Chapter 4  Conclusions and Prospects………………………………35  



























第一章  绪论 
 1
第一章  绪论 
 




1.1  “世界风”产品介绍 
概括而言，“世界风”具有如下突出特点： 
1、发挥数据业务优势  
“世界风”双模手机功能强大，可支持全部基于 2.75G 的 CDMA 1x 网络“联
通无限”数据增值业务。使用“世界风”手机的用户，可以用“互动视界”业务




1x 的传输速率最高可达 153Kbit/s，高于拨号上网的 56K，是 GPRS 网络平均传
输速率的 3～4倍，在无线数据业务上有着无可比拟的技术和业务优势。 
2、真正实现全球漫游 
目前，在全世界范围内有 GSM 和 CDMA 两大系统，这两大系统均未实现全球
范围的覆盖。韩国、北美等国家主要使用 CDMA 技术，欧洲国家主要使用的是 GSM
技术。“世界风”双模业务的诞生，使得 GSM 用户无须换机换号，就可实现在
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升级后的“世界风”具有双待功能，可以同时为 CDMA 和 GSM 两个网络提供
























  其次，要在一部终端上实现两个互不相容的制式 GSM 和 CDMA 的共存，成本
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的铺设进度密切相关。然而，双模双待手机供应商并无法准确预测自己选择适应






1.2  研究“世界风”的意义 
联通公司作为世界上为数不多的双网并行的移动运营商显然不会满足于作
为中国第二大通信运营商的角色。在 CDMA 上市前，与移动公司 1.7 亿的 GSM 用
户相比，联通公司的 GSM 用户仅有 7000 万，差距不言而喻。因此，联通公司推
出 CDMA 是其必然之路，仅依靠发展 GSM 用户来超越移动公司是不可能的，2003
年联通 CDMA 用户数达到 1903 万，虽未达到当年的经营目标，但 CDMA 项目运营




作为 CDMA 阵营中的一员，联通公司一直坚持选择 CDMA2000 作为走向 3G 时




双模技术使 GSM 和 CDMA 两种网络成为有机组合：一方面可以利用"世界风"双模
系统服务，以 CDMA1X 抢占制高点，另一方面又可同时倚赖 CDMA1X 技术为中介，
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实，特别是中、高端用户大部分都集中在 GSM 网络，在 GSM、CDMA 两种各有特色
的制式标准共存的今天，让手机用户特别是高端用户，完全放弃 GSM 选择 CDMA
在短期内显然是不现实的，与其让用户选择单一制式的手机不如让一部分人率先
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